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Distribution or Logistics Systems for ACI Mosquito Coils during Peak and Semi-
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pleasure for me if the report serves the purpose assigned to me.  
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and has been extremely helpful as a student of MBA to undergo such program. It 
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considered my fault.  
 
I, therefore, pray and hope that you would kindly accept my internship report and 
oblige thereby. 
 
With thanks and best regards, 
 
 
Sincerely yours, 
 
 
 
Farhana Sharmim Chowdhury 
Internee 
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  ACI CONSUMER BRANDS 
 
EXECUTIVE SUMMARY 
 
ACI Consumer Brands is a leading Fast Moving Consumer Brands (FMCG) 
company in Bangladesh. This consumer brands division has a strong 
market share in mosquito repellant categories.  
 
During the past few weeks I happened to note this some minor problems 
in the marketing division. Most of these problems are hidden, some rising 
unconsciously while others due to the negligence of the employees. I 
would be most honored if you would go through these points and note the 
solutions that I have tried to provide. Please note that it is not the fault of 
the employees but the system itself which must be rectified. 
 
All through this report I have tried to present the way in which the 
market logistics or physical distribution is being carried out in this 
company. These are the theoretical explanations of logistics that the 
company is carrying out in the market. I have also tried to lay out the 
current scenario of the company and how it is representing itself in the 
market. There is a flow chart of where the demands start up to the person 
who is responsible for everything in the company. How the demand 
reaches the company and what steps the company takes to fulfill them. 
That is the need to produce a product to the way it must be distributed 
through out the country. 
  
Secondly I have tried to point out the problems associated with the 
reception of the demand, processing of the demand up to the distribution 
of the product at every level. Most of these problems have been 
overlooked due to the fact that each step involved in the distribution 
department has not been minutely gone through. Therefore the loopholes 
have gone unnoticed but they are draining the resources out of the 
company. Many of them seem harmless but if we sum up the total, the 
huge loss can be easily portrayed. 
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Thirdly I have tried to give solutions to each of the respective problems. I 
have given a diagram for the truck route planning through out the 
country. By decreasing the number of distributors and effectively 
processing the demand through the distribution department, the product 
can easily reach at the hands of the customers on time. If all the 
departments of the company work closely and maintain the proposed 
recommendations effectively then the company can achieve its objective 
and makes a cost effective distribution system. 
 
It may take a month or so for the effectiveness of the solutions to take 
place but in the long run the benefits easily overrun the initial hassle of 
changing the relevant structure. I would be greatly honored if any of my 
suggestions benefit the company in any way. 
 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Chapter 2  
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Recommendations 
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INTRODUCTION 
 
Advanced Chemical Industries Limited is a public limited company which was 
incorporated as ICI Bangladesh Manufacturers LTD. The principal activities of the 
company are to manufacture pharmaceutical products, consumer brands, public 
health and animal health products and to market them along with agrochemicals 
and other consumer brand items. 
 
ACI’s mission is to enrich the quality of life of people through responsible 
application of knowledge, skills and technology. ACI is committed to the pursuit of 
excellence through world-class products, innovative processes and empowered 
employees to provide the highest level of satisfaction to its customers. 
 
ACI Consumer Brands is a leading Fast Moving Consumer Goods company in 
Bangladesh. In mosquito repellent categories, this division has a very strong market 
share and position. ACI mosquito coil achieved 83% growth over 2004 and attained 
leadership position in the Green Coil market and is increasing the depth and width 
of the products and is becoming stronger in the market place paving the way for 
more introductions of mass market products in the future. 
 
 
DEFINITION OF MARKETING LOGISTICS 
 
Marketing logistic is rapidly becoming the most important aspect of business 
success. Marketing logistics is the practice of coordinating the flow of goods, 
services, information and finances as they move from raw materials to parts 
supplier to manufacturer to wholesaler to retailer to consumer. This process 
includes order generation, order taking, information feedback and the efficient and 
timely delivery of goods and services.  
 
The physical distribution or logistics is a process-oriented system of purchasing, 
producing, and delivering product to customers. Its scope includes both internal 
enterprise processes and external business contributions from suppliers, 
transporters, channels and end-users. In other words, it refers to the analysis of and 
effort to improve a company’s processes for product and service design, purchasing, 
invoicing, inventory management, distribution, customer satisfaction and other 
elements of the supply chain. 
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Therefore, the marketing logistics or physical distribution involves planning, 
implementing and controlling the physical flow of goods, services and related 
information from points of origin to points of consumption to meet customer 
requirements at a profit. 
 
NATURE AND IMPORTANCE OF MARKETING LOGISTICS 
 
Marketing logistics or physical distribution typically started with products at the 
plant and then tried to find low cost solutions to get them to customers. However, 
today’s marketers prefer customer centered logistics thinking, which starts with 
the marketplace and works backward to the factory or even to sources of supply. 
Marketing logistics involves not only outbound distribution (moving products form 
the factory to resellers and ultimately to customers) but also inbound distribution 
(moving products and materials from suppliers to the factory) and reverse 
distribution (moving broken, unwanted, or excess products retuned by consumers 
or resellers). That is, it involves entire supply chain management which means 
managing upstream and downstream value added flows of materials, final goods 
and related information among suppliers, the company, resellers and final 
consumers, which is shown by the following figure: 
 
 
 
Thus, the logistics department’s task is to coordinate activities of suppliers, 
purchasing agents, marketers, channel members and customers. These activities 
include forecasting, information systems, purchasing, production planning, order 
processing, inventory management, warehousing and transportation planning. 
COMPANY RETAILER
S 
Inbound logistics Outbound logistics 
Reverse logistics 
 
FIGURE: SUPPLY CHAIN MANAGEMENT 
SUPPLIERS CUSTOMERS 
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In modern business and unfavorable competitive situations, companies are placing 
greater emphasis on logistics for several reasons.  
 
 Companies can gain a powerful competitive advantage by using improved 
logistics to give customers better service or lower process. 
 Improved logistics can yield tremendous cost savings to both the company 
and its customers. 
 Improvements in information technology have created opportunities for 
major gains in distribution efficiency. 
 
FOUR STEPS OF MARKET LOGISTICS 
 
Market logistics planning has four steps: 
 
 Deciding on the company’s value proposition to its customers. It includes 
standard delivery time and levels of attaining in ordering and billing 
accuracy. 
 Deciding on the best channel design and network strategy for reaching the 
customers. It includes the channels of distribution, manufacturing facilities 
and warehousing facilities. 
 Developing operational excellence in sales forecasting, warehouse 
management, transporting management and materials management. 
 Implementing the solution with the best information systems, equipment, 
policies and procedures. 
 
 
MAJOR LOGISTICS FUNCTIONS 
 
Every company is ready to design a logistics system that will minimize the cost of 
attaining his own objectives. The major logistics functions include- 
 
 Order processing 
 Warehousing  
 Inventory management 
 Transportation  
 Logistics information management 
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ORDER PROCESSING 
 
Most companies today are trying to shorten the order-to-payment cycle- that is, 
the elapsed time between an order’s receipt, delivery and payment. This cycle 
involves many steps including order transmission by the salesperson, order entry 
and customer credit check, inventory and production scheduling, order and 
invoice development, and receipt of payment. The longer this cycle takes, the 
lower the customer’s satisfaction and the lower the company’s profits. Salespeople 
may be slow in sending in orders and use inefficient communications; these orders 
may pile up on the desk of order processors while they wait for credit department 
approval and inventory availability information form the warehouse. 
 
WAREHOUSING 
 
Every company has to store finished goods until they are sold, because production 
and consumption cycles rarely match. The storage function helps to smooth 
discrepancies between production and quantities desired by the market. In other 
words, the storage function overcomes differences in needed quantities and timing, 
ensuing that products are available when customers are ready to buy them. 
 
The company must decide on how many and what types of warehouses it needs 
and where they will be located. The company might use either storage warehouses 
or distribution centers. Storage warehouses store goods for moderate to long 
periods. Distribution centers are designed to move goods rather than just store 
them. They are large and highly automated warehouses designed to receive goods 
from various plants and suppliers, take orders, fill them efficiently, and deliver 
goods to customers as quickly as possible. 
 
INVENTORY MANAGEMENT 
 
Inventory management also affects customer satisfaction. The company must 
maintain the delicate balance between carrying too little inventory and carrying 
too much. With too little stock, the firm risks not having products when customers 
want to buy. To remedy this, the firm may need costly emergency shipments or 
production. Carrying too much inventory is resulting in higher inventory and 
carrying costs and stock obsolescence. Thus, in managing inventory, firms must 
balance the costs of carrying larger inventories against resulting sales and profits. 
The company can reduce their inventories and related costs through just-in-time 
logistics systems. Just-in-time systems require accurate forecasting along with fast, 
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frequent and flexible delivery so that new supplies will be available when needed. 
However, these systems result in substantial savings in inventory-carrying and 
handling costs.  
 
TRANSPORTATION 
 
Marketers need to be concerned with transportation decisions. Transportation 
choices will affect product pricing, on-time delivery performance and the 
condition of the goods when they arrive, all of which affects customer satisfaction. 
The company can choose among five main transportation modes: truck, rail, water, 
pipeline and air and along with an alternative mode for digital products the 
Internet. But, for consumer goods in Bangladesh, the company can choose only 
truck and water way to deliver the product just in time. The company can choose 
or use intermodal transportation combining two or more modes of transportation 
at a time. In choosing a transportation mode for a product, shippers must balance 
many considerations, such as speed, dependability, availability, cost and others. 
 
LOGISTICS INFORMATION MANAGEMENT 
 
The company manages their supply chains through information systems. Channel 
partners often link up to share information and to make better joint logistics 
decisions. From a logistics perspective, information flows such as customer orders, 
billing, inventory levels, and even customer data are closely linked channel 
performance. The information can be shared and managed in many ways- by mail 
or telephone, through salespeople, via the Internet and the computerized exchange 
of data between organizations. So, the company wants to design a simple, 
accessible, fast and accurate process for capturing, processing and sharing channel 
information. 
 
INTEGRATED LOGISTICS MANAGEMENT 
 
Today the companies are adopting the concept of integrated logistics management. 
This concept recognizes that providing better customer service and trimming 
distribution costs require teamwork, both inside the company and among all the 
marketing channel organizations. Inside, the company’s various departments must 
work closely together to maximize the company’s own logistics performance. 
Outside, the company must integrate its logistics system with those of its suppliers 
and customers to maximize the performance of the entire distribution system. 
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CROSS FUNCTIONAL TEAMWORK 
 
In most companies, responsibility for various logistics activities is assigned too 
many different functional units- marketing, sales, finance, operations, purchasing. 
Each function tries to optimize its own logistics performance without regard for 
the activities of the other functions. However, transportation, inventory, 
warehousing, and order-processing activities interact, often in an inverse way. 
Lower inventory levels reduce inventory carrying costs. But they may also reduce 
customer service and increase costs from stock outs, back orders, special production 
runs, and costly fast- freight shipments. Because distribution activities involve 
strong trade- offs, decisions by different functions must be coordinated to achieve 
better overall logistics performance. 
 
The goal of integrated supply chain management is to harmonize all of the 
company’s logistics decisions. Close working relationships among functions can be 
achieved in several ways. The company can create permanent logistics committees, 
made up of managers responsible for different physical distribution activities. The 
company can also create management positions that link the logistics activities of 
functional areas. The important thing is that the company must coordinate its 
logistics and marketing activities to create high market satisfaction at a reasonable 
cost. 
 
LOGISTICS PARTNERSHIPS 
 
The company can work with other channel partners to improve whole-channel 
distribution. The members of a distribution channel are linked closely in creating 
customer value and building customer relationships. The company can also make 
coordination with their logistics strategies and forge strong partnerships with 
suppliers and customers to improve customer service and reduce channel costs. The 
company can also use the third party logistics providers for delivering the products 
efficiently. These types of providers integrate logistics systems and perform any or 
all of the function required to get their clients product to market.  
 
FLEXIBILITY AND CHANGE 
 
A strategic value-chain perspective requires that managers in the market-driven 
company regularly review the adequacy of their channels strategy and consider the 
impact of major market and technology changes. Changes in distribution may 
improve both customer satisfaction and organizational effectiveness. This 
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perspective emphasizes the entire value chain and the company’s strategic 
positioning in its markets rather than short-term cost savings. It also requires that 
managers incorporate new distribution and communications concepts into their 
channel design where this provides competitive advantage. 
 
FLOW CHART OF DISTRIBUTION SYSTEM 
  
The aim of distribution is to manage supply chains, that is, value added flows from 
the suppliers to ultimate users to, as follows: 
 
 
 
 
Thus the logistical task of ACI is to coordinate the activities of suppliers, agents, 
marketers, channel members and customers. 
 
ACI is promise bound to make quality delivery of right product at right place & in 
right time because a poor distribution system can destroy good product. 
Distribution process of ACI Ltd. is depicted below: 
 
 
 
 
 
 
 
CHANNELS 
(Distributors and 
Retailers) 
ACI FORMULATIONS 
(Procurement, 
Manufacturing and 
Distribution) 
CONSUMERS 
(End Users) 
SUPPLIER 
(Raw materials 
provider) 
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Figure: Flow Chart of Distribution System 
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CURRENT SCENARIO AND PROBLEMS 
 
Every company must decide on the best way to store, handle and move their 
products and services so that they are available to customers in the right 
assortments, at the right time and in the right place. Physical distribution and 
logistics effectiveness has a major impact on both customer satisfaction and 
company costs. 
 
The ACI Company maintains strategically located sales centers in nineteen 
different locations across the country. It has developed an advanced distribution 
system through its 325 skilled and trained manpower under the supervision of 
National Sales Manager, and 8 Zonal sales Managers and 58 Area Sales Managers. 
The distribution system is capable of handling continuing volume of diverse range 
of products from the various businesses through 206 distributors in Bangladesh. 
 
Some companies state their logistics objective as providing maximum customer 
service at the least cost. Unfortunately, no logistics system can both maximize 
customer services and minimize distribution costs. Maximum customer service 
implies rapid delivery, large inventories, flexible assortments, liberal returns 
policies, and other services-all of which raise distribution costs. In contrast, 
minimum distribution costs imply slower delivery, smaller inventories, and larger 
shipping lots-which represent a lower level of overall customer service. 
 
The goal of logistics should be to provide a targeted level of customer service at the 
least cost. The ACI company must first research the importance of various 
distribution services to customers and then set desired service levels for each 
segment. Therefore, the company must weigh the benefits of providing higher 
levels of service against the costs for ACI Mosquito Coils in peak and semi peak 
periods. 
 
This study would develop and improve the physical distribution systems for 
delivering ACI mosquito coils in the said distribution point. The activities in 
maintaining or managing the long term exchange relationships have investigated a 
range of issues including concentration of potential buyers, cost per contact, 
opportunity for dialogue and customer relationships, personal relationships, 
developing company image, decision making process and the exchange 
relationships. 
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Although the study will make some contributions to understanding the causes of 
cost effective and efficient logistics management system and will minimize the lack 
of comprehensive study for exploring and examining the factors that responsible 
for maintaining the exchange relationships. 
 
While training here as an internee I have found some hidden problems. Now I will 
try to highlight these problems and later on try to give a solution to the respective 
problems. 
 
 Adoption of improper ways in collecting orders. 
 Use of Excess Distributors 
 Lack of cross functional teamwork. 
 Improper truck route planning. 
 Ineffectiveness of distribution department. 
 Lack of transport vehicles.   
 Lack of inventory management. 
 Lack of information management. 
 Preparing Incorrect Invoice. 
 Lack of notification from the ACI Formulations. 
 Dissatisfied distributors 
 
ADOPTION OF IMPROPER WAYS IN COLLECTING ORDERS 
 
In ACI, Sales supervisors send Demand Drafts or Pay Orders when they get orders 
from the distributors and on the basis of their primary target. Here the distributors 
demand the products from all over the country at any time they wish for. There is 
no general routine for each district to be catered for. Hence, the company’s 
transport may have to be sent in one region for more than once. Even if the order 
is small the company has nothing to do but give in to the call and this becomes an 
unnecessary financial burden. The company has to constantly reorganize its 
schedule according to the incoming orders. Furthermore, during peak and semi-
peak seasons this unorganized way of taking orders and carrying them out is a 
waste of the company’s time and money.  
 
USE OF EXCESS DISTRIBUTORS 
 
ACI company strategically uses 206 distributors in Bangladesh to distribute ACI 
Mosquito Coils which seems to be a large number. Here, I found some distributors 
who actually demand a very small amount of Mosquito coils. Distance between 
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some of the distributors is not that much. Larger number of distributors in a 
specific area means that cost for loading and unloading the goods increases. Time is 
also an important factor to note as most of it is spent in this unnecessary manner. 
Since the truck authority charges for each stoppage for unloading the products, it is 
not monetarily feasible for the company. For your kind consideration, some 
observations are as follows- 
 
 
Observation 1 Approximate Distance 
from each other 
M/S, Glory & Distribution 
Managing Partner – Mr. 
Syed M. Rabiul Hoque , Mr. 
Md. Ataul Hoque 
35 Mehedibagh, Chittagong 
M/s. Tibiji Enterprise 
Proprietor- Mr. Noimuddin 
Hassan Tibrijee 
Monsoor Manjil, Bibirhat 
Chittagong 
 
 
5 kilometers 
Observation 2 
M/S, Nazim & Brothers 
Proprietor - Md. 
Nazimuddin 
229/3 Banglabitan Market, 
Jebunnesa Road, Reazuddin 
Bazar, Chittagong-4000. 
M/S, Sayed & Sons, 
Proprietor – Mr. Jamal 
Hossain 
White House 56, Doddist 
Temple Road 
Nondonkanan, Chittagong 
 
 
 
3 kilometers 
Observation 3 
M/s. Abedin Enteprise 
Proprietor- Mr. Iftekhar 
Abedin, West Mohora, 
Chandgaon, Chittagong 
M/s, Shohel Traders 
Proprietor – Mr. Md. Sayem  
Kwaish, Vorapukur, Kaptai 
Road, Hathazari 
Modunaghat, Chittagong 
 
 
8 kilometers 
 
From the above table we find that in observation 1 the distributors are 
geographically very close together and approximately only 5 kilometers from each 
other. In observation 2 the distance is only 3 kilometers whereas in observation 3 it 
is only 8 kilometers. 
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Observation 4 Approximate Distance 
from each other 
M/S, Hanif Traders 
Proprietor – Mr. Md. Hanif 
(Alam) 
Ramghar Bazar, Ramghar 
Pourashava,  
Khagrachori, Chittagong 
M/S, Liakat Brothers 
Proprietor – Mr. Md. 
Liakat Ali 
Shaheed Kader Road, 
Khagrachori Bazar, 
Khagrachori. 
 
 
10 kilometers 
 
Again at Khagrachori, we see that overcrowding has taken place.  
 
Observation 5 Approximate 
Distance from 
each other 
M/S, Halima 
Traders 
Mr. Harun  ur 
Rashid 
Daud Kandi Bazar, 
Daud Kandi, 
Comilla, 
M/s, Ripon Store 
Mr. Ajoy Poddar 
Homna Bazar, 
Homna 
M/s, Chowdhury Ent. 
Proprietor – Mr. Md. 
Jahedul Islam, 
Chandina Bazar, 
Chandina, Comilla 
 
 
20 kilometers 
 
The three distributors in observation 5 are like three vertices in a triangle and 
hence the transport has to circle around all these three places. 
 
Observation 6 Approximate Distance 
from each other 
M/s, Rajkanya Cosmetics & 
Gift Shop 
Proprietor - Mr. Md. Shipon 
67 Muktabangla Shopping 
Complex 
Mirpur – 1, Dhaka - 1216 
M/s. Maruf Traders 
Proprietor- Mr. Abdul 
Matin 
C-9, Arambagh Housing, 
Mirpur-7, Dhaka 
 
 
2.5 kilometers 
 
And finally, in Mirpur, these two distributors are only 2.5 kilometers from each 
other. This means not only does the company has to pay for two places 
unnecessarily but waste the transportation time. Moreover, these two distributors 
have very few orders in respect to their positions. 
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The transport agency charges TK.550 for unloading the products at each 
distribution point. For overcrowding the distributors, the company bears extra cost 
to deliver the products to the distribution points and needs more time to go to each 
point. It should be noted that the company bears at least TK. (550X4) = TK. 2200 in 
delivering the products to a single distributor in a month. 
 
LACK OF CROSS FUNCTIONAL TEAMWORK 
 
Every business needs a cross functional teamwork which facilitates the whole 
system to deliver the products. But the ACI consumer brands did not take any step 
to formulate a cross functional teamwork in a cost effective way. In the process of 
delivering the finished goods, the data entry officer collects DD through fax from 
the Business Floor. Since he is not always present near the fax machine, it is not 
possible to receive the fax in time. In peak and semi peak seasons this becomes an 
even more acute crisis.  
 
After entering the data he submits the papers to Dhaka Depot for raising the 
invoice. And it takes time to raise each invoice especially when they come in a 
haphazard manner. Finally he sends the invoices to distribution department to 
arrange the truck planning. There is a lack of coordination between the 
distribution department and the consumer brands. The consumer brand does not 
get any direct support from the distribution department. This is due to the fact that 
sometimes the consumer brands and the distribution department do not collect the 
actual information about the stock of the mosquito coils and the related bonuses 
that are provided from the ACI Formulations, Gazipur. Thus the consumer brands 
have to face a lot of problems in coping up with the demands of the distributors. 
 
IMPROPER TRUCK ROUTE PLANNING 
 
There is the lack of a route plan in delivering the products, for the distribution 
executive does not follow a structured route. They deliver the products in a 
conglomerate way that is even if there is a drop off point about a few kilometers off 
the main route, a second transport is sent instead of the first one going a bit off 
course. And the transport agency arranges a route according to its own will. This 
poses a threat to the time limit as the product may not be delivered to the 
distributor on time. Some distributors do not get the product within 10 days from 
the invoicing date and as a result the responsible sales supervisor and area sales 
manager makes telephone calls to the distribution department. This increases the 
expenses as well as the time and hence none can achieve their monthly target. 
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INEFFICIENCY OF DISTRIBUTION DEPARTMENT 
 
Generally, the distribution department is the concerned party to deliver the 
product at the distributors point. They are doing a good job. But I observed some 
flaws in delivering the product to the said points. Sometimes sales department gives 
an extra pressure to deliver the products since they have a target to reach. It 
happens so that may be they arrange a truck loading of only 250 to 300 cartons 
instead of the regular full capacity of 650 cartons for Sylhet, Lalmonirhat or Barisal 
area. Here are the statistical data I found which is lackluster of the distribution 
department - 
 
 
OBSERVATION 1 
 
Delivery Date: 01/08/2012 
 
Invoice 
Date 
Customer 
Name 
Destination No. of 
Cartons 
No. of 
Truck 
Loading 
Date 
Transport 
Name 
30/7/12 Ali Akbar 
Store 
Kalir Bazar, 
Narayangonj 
126  
 
1 
 
 
01/08/12 
 
 
Al-Amin 
Transport 
30/7/12 Ali Akbar 
Store 
Kalir Bazar, 
Narayangonj 
21 
28/7/12 Ali Akbar 
Store 
Kalir Bazar, 
Narayangonj 
1 
Total 148 cartons 
 
Delivery Date: 01/08/2012 
 
Invoice 
Date 
Customer 
Name 
Destination No. of 
Cartons 
No. of 
Truck 
Loading 
Date 
Transport 
Name 
30/7/12 Uttara Trade 
Link 
Zigatola, 
Dhaka 
221  
1 
 
01/08/12 
 
Al-Amin 
Transport 30/7/12 Uttara Trade 
Link 
Zigatola, 
Dhaka 
26 
Total 247 cartons 
 
 
 
 
ACI CONSUMER BRANDS 
15 
Delivery Date: 1/08/2012 
 
Invoice 
date 
Customer 
Name 
Destination No. of 
cartons 
No. of 
truck 
Loading 
Date 
Transport 
Name 
30/7/12 Soudia 
Traders 
Kandirpar,Comilla 201  
1 
 
1/8/12 
 
Al-Amin 
Transport 30/7/12 Sezan Store Sitakundo, Ctg 169 
30/7/12 Sezan Store Sitakundo, Ctg 8 pcs 
TOTAL 370 cartons 8 pcs 
 
Delivery Date: 1/08/2012 
 
Invoice 
date 
Customer 
Name 
Destination No. of 
cartons 
No. of 
truck 
Loading 
Date 
Transport 
Name 
29/7/12 Syed & Sons Nondonkanon, 
Ctg 
8  
 
 
1 
 
 
 
1/8/12 
 
 
 
Al- Amin 
Transport 
30/7/12 Syed & Sons Nondonkanon, 
Ctg 
121 
27/7/12 Sazzad 
Electric Store 
Cox’sBazar 109 
30/7/12 Sazzad 
Electric Store 
Cox’sBazar 21 
TOTAL 259 Cartons 
 
In the above case, they arranged four trucks to deliver (148+247+370+259) or 1024 
Cartons of ACI Mosquito Coils to Dhaka, Narayangonj. Comilla, Chittagong and 
Cox,s Bazar. 
 
OBSERVATION 2 
Delivery Date: 29/08/2012 
 
Invoice 
date 
Customer 
Name 
Destination No. of 
cartons 
No. of 
truck 
Loading 
Date 
Transport 
Name 
28/8/12 Sejan Traders Boro Kumira 
Bazaar, Sitakundo 
200  
 
1 
 
 
29/8/12 
 
 
Rasel 
Transport 
27/8/12 Rozy 
Departmenta
l store 
S S Road, Feni 116 
Total 316 cartons 
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Delivery Date: 29/08/2012 
 
Invoice 
date 
Customer 
Name 
Destination No. of 
cartons 
No. of 
truck 
Loading 
Date 
Transport 
Name 
27/8/12 Aman 
Poultry 
Feed 
Eid Gah Road, 
Polash 
107 1 29/8/12 Rasel 
Transport 
Total  107 cartons 
 
Delivery Date: 29/08/2012 
 
Invoice 
date 
Customer 
Name 
Destination No. of 
cartons 
No. of 
truck 
Loading 
Date 
Transport 
Name 
26/8/12 Bashar & 
Sons 
Koshoa, Chandpur 39  
 
 
 
1 
 
 
 
 
29/8/12 
 
 
 
 
Mr. Akbar 
29/8/12 Shainik 
Enterprise 
Burichong, Comilla 105 
28/8/12 Ali Store Fenchogonj,Sylhet 105 
28/8/12 Jaman 
Departmental 
Store 
Golapgonj, Sylhet 72 
27/8/12 Taj 
Enterprise 
Tajpur, Sylhet 100 
23/8/12 Haq Trading Zaintapur, Sylhet 2 
Total 423 cartons 
 
In the above case, they arranged three trucks to deliver (316+107+423) or 846 
Cartons of ACI Mosquito Coils to Feni, Chittagong, Chandpur, Comilla and Sylhet. 
 
OBSERVATION 3 
Delivery Date: 31/08/2012 
 
Invoice 
date 
Customer 
Name 
Destination No. of 
cartons 
No. of 
truck 
Loading 
Date 
Transport 
Name 
30/8/12 Himel 
Traders 
Sharishabari, 
Jamalpur 
210 1 31/8/12 Rasel 
Transport 
Total 210 cartons 
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Delivery Date: 31/08/2012 
 
Invoice 
date 
Customer 
Name 
Destination No. of 
cartons 
No. of 
truck 
Loading 
Date 
Transport 
Name 
30/8/12 Alam 
Enterprise 
Phulpur, 
Mymensingh 
50  
 
1 
 
 
31/08/12 
 
 
Al-Amin 
Transport 
29/8/12 Milon 
Shanta Ent. 
Tinani Bazar, 
Sherpur 
160 
23/8/12 Milon 
Shanta Ent. 
Tinani Bazar, 
Sherpur 
1 
Total 211 cartons 
 
In the above case, they arranged two trucks to deliver (210+211) or 421 Cartons of 
ACI Mosquito Coils to Jamalpur, Sherpur and Mymensingh. Jamalpur was not far 
off from Sherpur but the company bore the extra cost of hiring two trucks. And at 
the same time 168 cartons of ACI Mosquito coils to be delivered at Gaforgaon, 
Mymensingh was pending. 
 
OBSERVATION 4 
Delivery Date: 07/09/2012 
 
Invoice 
date 
Customer 
Name 
Destination No. of 
cartons 
No. of 
truck 
Loading 
Date 
Transport 
Name 
6/9/12 S.B.  
Enterprise 
AhreBazar More, 
Kishoregonj 
200  
1 
 
7/9/12 
Rasel 
Transport 
Total 200 cartons 
 
Delivery Date: 07/09/2012 
\ 
Invoice 
date 
Customer 
Name 
Destination No. of 
cartons 
No. of 
truck 
Loading 
Date 
Transport 
Name 
6/9/12 Khan & 
Co. 
Gabtoli, 
Narshingdi 
154  
 
1 
 
 
7/9/12 
 
 
Rasel 
Transport 
6/9/12 Zerin 
Enterprise 
Tongi Bazar, 
Gazipur 
5 
6/9/12 Zerin 
Enterprise 
Tongi Bazar, 
Gazipur 
133 
Total 292 cartons 
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Delivery Date: 07/09/2012 
 
Invoice 
date 
Customer 
Name 
Destination No. of 
cartons 
No. of 
truck 
Loading 
Date 
Transport 
Name 
7/9/12 Alamgir & 
Brothers 
Lohagara, Ctg 80  
 
 
1 
 
 
 
7/9/12 
 
 
 
Rasel 
Transport 
6/9/12 Bahar Store Pahartoli, Ctg 42 
6/9/12 Bahar Store Pahartoli, Ctg 142 
Total 264 cartons 
 
 
In the above case, the distribution department arranged three trucks to deliver 
(200+292+264) or 756 Cartons of ACI Mosquito Coils to Kishoregonj, Narshingdi, 
Gazipur and Chittagong.  
 
In business areas, the distribution department has the contemporary power to 
handle the transport agency and other truck drivers of the company. But the 
distribution executive did not tackle the situation in an efficient way. They used 
only two or three transport agencies to deliver the product during the peak and 
semi peak seasons and hence competitive prices in transportation could not be 
reached. The truck drivers of the company are delivering their consignments 
according to their whim and they take more time to return to office. They take 3-4 
days to go to Chittagong and the distribution department is not taking any 
immediate disciplinary actions for late arrivals. 
 
 
LACK OF TRANSPORT VEHICLES   
 
ACI has only 6 covered vans for distributing the mosquito coils in the whole of 
Bangladesh. But this is insufficient for the distribution of the products at the right 
time and at the right place. And the company also does not have any specialized 
workshop to maintain the trucks in case of a breakdown and as a result the 
company faces a great problem in meeting the deadline for the distribution of the 
products. 
 
LACK OF INVENTORY MANAGEMENT 
 
For fulfilling the demand of mosquito coils during the peak and semi peak seasons 
the availability of the product is an important element. In the peak and semi peak 
seasons the mosquito coil users demand more coils from the distributors. As a 
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result, the distributors give a lot of orders to the company within a very short 
period of time. If the company fails to meet the production then the whole process 
is affected by the short supply of the mosquito coils. In the month of August the 
company did not deliver ACI Mosquito Coils 14’s due to the short supply of the 
product.  Due to lack of information management, raw materials and poor 
production capacity, the company lost its market share in the repellant mosquito 
coils sector. 
 
 
LACK OF INFORMATION MANAGEMENT 
 
Every company needs a strong information system that delivers the right 
information at the right time. The factory does not send daily report to the 
consumer brands on the amount of stock present. The internet server sometimes 
goes off and the telephone connected with the factory goes dead as well. These are 
some of the reasons why the consumer brands were unaware of the short supply of 
the product due to improper maintenance of the information system. The MIS 
made the mistake of entering the wrong price in the invoice and hence creating a 
misunderstanding between the distributors and the company. 
 
 
PREPARING INCORRECT INVOICE 
 
I found a wrong invoice in Dhaka Depot. The distribution department sent Vanish 
in place of Air Freshener due to wrong invoicing. Similarly price at 11.25 TK was 
labeled at 16.50 TK for ACI Mosquito coils (Green) and hence creating a huge 
racket among the distributors since they got less than what they had paid for. 
 
 
LACK OF NOTIFICATION FROM THE ACI FORMULATIONS 
 
When an invoice is sent to the factory, the factory may fail to meet its requirement 
at that time. Hence some products may not be delivered on time at the distribution 
point. This may happen when the product is lost from the factory or the transport. 
The factory also fails to report this fact to consumer brands division because it does 
not have to. The consumer brands can only find this out when the distributor 
complains of not finding its required products. This produces a hassle for the 
consumer brands division as they can not give any immediate solution to the 
problem. 
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DISSATISFIED DISTRIBUTORS 
 
After the distributor has delivered the products to the retailers, some of the 
products might be damaged or deteriorated. In this circumstance retailers return 
the products to the distributor. ACI collects these damaged products after every 6 
months or so. Therefore, part of the distributor’s investment gets caught up and 
remains dormant. This arouses certain dissatisfaction among the distributors and 
creates a distance between the company and the distributor. In this situation the 
distributor tends to order fewer amounts of products to maximize his liquidity. In 
addition to this each distributor gets 3.5-4% commission on the total amount being 
sold. Nowadays distributors are complaining that this amount is not up to their 
expectations. 
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RECOMMENDATIONS 
 
CONSTRUCT PROPER WAY IN COLLECTING ORDERS AND PROCESSING 
 
For delivering the right products both at the right place and at the right time the 
company needs to construct a structured order collection process. If the company’s 
sales supervisors submit their orders within a deadline fixed by the company then 
it makes the distribution process effective and efficient. Along with this the 
company must keep a fixed date for each of the deliveries made each month. From 
my observation I propose some points in order processing. 
 
Let me given example of how this can be done. The company has charted out some 
specific date fixed for some regions of the country. The company develops a route 
planning on the basis of geographical and other characteristics i.e. on the basis of 
the salespersons primary target and previous sales trends of ACI Mosquito Coils 
during the peak and semi peak seasons. Each route must have specific dates in a 
month and the transport will not go in any other date apart from those. Special 
consideration will only be made if any distributor demands more than 550 cartons 
at a time and delivery can be made on that occasion even if that is not the date for 
that distributor’s route.  
 
The distributor must fax or courier the demand drafts or pay orders to ACI Centre 
within 1.15 pm for a specific area on his allotted date. The company will receive 
these demand drafts and process these within 2.00 pm so that the transport 
authority can set off for the factory and simultaneously the logistic officer will 
receive the list of the products by fax to sort out. By 3.00 pm the transport will 
reach the factory and at the same time the logistic officer will be ready to load the 
products given prior in the list through the fax.   
 
The ACI Formulations will load the truck in accordance to the destinations 
sequentially so that the products for the initial destination can be found near the 
gate and the products of the later destinations at the back. To protect the cartons 
from rain water ACI Formulations must pack the bulk products with polythene 
sheets and after the delivery the transport authority must return the polythene 
sheets to the ACI Formulations to be used in the next delivery. 
 
This practice will enable the distributor to maintain regularity in sending for and 
receiving products on time. This will result in the fact that the distributor will lose 
less time in delivering the product and at the same time get their products on time. 
Hence the company will benefit substantially in both goodwill and financial terms. 
ACI CONSUMER BRANDS 
22 
 
Here, I have sorted out delivery dates in accordance to delivery routes for the 
month of October. 
 
FOR THE MONTH OF OCTOBER 2012 
ROUTE NO DESTINATION 
1 Comilla Sadar, Kachua, Hajigonj, Motlab, Chandpur Sadar, 
Faridgonj and Laxmipur. 
2 Laxam, Chatkhill, Begomgonj, Noakhali Sadar, 
Choumohoni, Bashurhat, Feni Sadar, Porshuram, 
Dagonbhouia and Sonagaji 
3 Chowddogram, Mirshorai, Sitakundo, Hathazari, Kaptai, 
Tabalchorri, Rangamati, Ramgor and Khagrachorri.  
4 Chittagong Sadar, Potia, Chandanish, Lohagora, Chokoria, 
Cox’s Bazar  
5 Siddergonj, Gozaria, Daudkandi, Homna, Chandina, 
Burichong, Debidar, Koshba, Nabinagar and Akhaura 
6 Bhoirab, B.Baria Sadar, Nasirnagar, Madhobpur and 
Hobigonj 
7 Norshindi, Kishoregonj, Nandail, Netrokona, Kotiadi, 
Modhon and Boro Bazar 
8 Gaforgaon, Mymensingh and Fulpur 
9 Jamalpur, Melandoho, Dewangonj, Sherpur, Bokshigonj, 
Nolitabari 
10 Kaliakoir, Tangail Sadar, Kailhathi, Shokhipur, Modhupur, 
Shorisha Bari and Dhan bari 
11 Sreemongol, Komolgonj, Moulobhi Bazar, Rajnagar and 
Shaestagonj. 
12 Sylhet, Biswanath, Chatok, Sunamgonj, Derai and 
Jogonnathpur 
13 Sylhet, Biyani Bazar, Gopalgonj, Fenchugonj, Kulaura, 
Jokigonj and Joyntapur 
14 Gouronodi, Muladi, Barishal Sadar, Baufal, Nalchiti, 
Patuakhali and Borguna 
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ROUTE NO DESTINATION 
15 Noapara, Fultala, Khulna, Bagerhat, Pirojpur, Mongla, 
Morolgonj and Shorupkathi 
16 Bhanga, Shibchor, Madaripur, Shoriotpur and Gopalgonj 
17 Faridpur Sadar, Lohagora, Norail, Boalmari, Jessore Sadar, 
Satkhira and Shamnagar 
18 Savar, Manikgonj, Rajbari, Pangsha, Magura, Jhenaidha, 
Kaligonj and Moheshpur  
19 Pabna, Ishshoredi, Bheramara, Kushtia, Meherpur, 
Chuadanga and Alamdanga 
20 Sreepur, Kapashia, Joydebpur, Shirajgonj Sadar, Ullapara 
and Shahjadpur 
21 Sherpur, Bogra, Joypurhat and Nowgaon  
22 Gurudaspur, Natore, Shingra, Rajshahi and 
Chapwainababgonj 
23 Gobindogonj, Dinajpur, Rani Shankul, Thakurgaon and 
Panchagor 
24 Gaibandha, Rangpur Sadar and Nilphamari 
25 Tongi, Kurigram and Lalmonirhat 
26 Narayangonj Sadar, Munshigonj, Mirkadim, Sreenagar and 
Sirajdikhan 
 
 
No suitable route could be found for the regions Bhola and Jhalakati due to the lack 
of cost effectiveness. If there is adequate demand, it can be met by sending an extra 
truck to those regions or, if the demand is small enough, through courier service. 
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INVOICE DATE 
(within 1.15 pm.) ROUTE 
DELIVERY DATE 
(after 3.00 pm.) 
1/10/2012 1, 2, 3, 4, 5 1/10/2012 
2/10/2012 6, 7, 8, 9 2/10/2012 
3/10/2012 10, 11,  12,13, 14 3/10/2012 
4/10/2012 15, 16, 17, 18 4/10/2012 
5/10/2012 19, 20, 21, 25, 26 5/10/2012 
8/10/2012 1, 2, 22, 23, 24 8/10/2012 
9/10/2012 3, 4, 5, 7 9/10/2012 
10/10/2012 8, 17, 18, 19, 20 10/10/2012 
11/10/2012 10, 14, 15, 16 11/10/2012 
12/10/2012 21, 22, 23, 24, 25 12/10/2012 
15/10/2012 1, 2, 3, 5, 26 15/10/2012 
16/10/2012 6, 9, 11, 12, 13 16/10/2012 
17/10/2012 4, 17, 18, 19 17/10/2012 
18/10/2012 20, 21, 22, 23, 24 18/10/2012 
19/10/2012 1, 2, 25, 26, 19/10/2012 
22/10/2012 3, 7, 8, 10, 14 22/10/2012 
23/10/2012 5, 15, 16, 17, 18 23/10/2012 
24/10/2012 19, 22, 23, 24 24/10/2012 
25/10/2012 1, 2, 6, 9, 11 25/10/2012 
26/10/2012 12, 13, 25, 26 26/10/2012 
29/10/2012 3, 4, 5, 7, 8, 20 29/10/2012 
30/10/2012 10, 14, 15, 16, 21 30/10/2012 
31/10/2012 17, 18, 19, 22, 23, 24 31/10/2012 
 
Here, it must be stated that none of the deliveries were of the Dhaka city. This is 
due to the fact that all the deliveries made inside Dhaka City will be through the 
company’s own covered vans. Since trucks are not allowed to roam around the city 
before 10.00 pm.  Deliveries in Dhaka City will be made in every 3 to 4 days 
according to the distributors need. 
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Merits of this practice: 
 
 Just in time delivery. 
 Improves the partnership relationship between the company, the transport 
agency and the distributors. 
 Improves the accuracy of the production target. 
 Reduces administration cost. 
 
SCRAPPING EXCESS DISTRIBUTORS 
 
On studying the market and the distributors I have seen that the process rivals of 
ACI use lesser distributors than ACI. Since the excess distributors are so close to 
each other only the distributor with the highest coverage should be selected. There 
is no need to overcrowd a single place and moreover pay for it. Previously I named 
three distributors in Daudkandi, Homna and Chandina respectively. The positions 
of these three distributors are situated just like the vertices of a triangle. If we can 
get a distributor right at the center, it could serve the needs of these three places all 
at the same time. This means that the distributor being chosen must be financially 
solvent and must have the roaming capacity to cater for all these three places. The 
distribution process will be more cost effective and the selected distributors will be 
satisfied as one will eventually get a higher commission than three separate ones. 
From my observation point it is feasible to have 130-140 distributors rather than 
the regular 206. The extra payments of unloading the goods at each drop off point 
will substantially be reduced and if all the savings are added up, the sum will surely 
be monumental. 
 
NEED FOR CROSS FUNCTIONAL TEAMWORK OR COORDINATION 
 
All the relevant employees connected with order processing must be based on one 
floor. Hence time will be saved and better communication will be established 
between the employees. Each employee must be responsible for himself and the 
others working with him and hence minimizing the chances of making a mistake. 
Finally, cross functional teamwork guides the entire organization toward providing 
superior customer value. 
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IMPROVING THE EFFECTIVENESS OF DISTRIBUTION DEPARTMENT AND 
THE NEED FOR MORE EFFECTIVE TRUCK ROUTE PLANNING 
 
From my point of view the distribution department has not been providing its full 
potential in balancing the cost. Insincerity among the employees causes the 
company to spend more. But by cost effective distribution, one can minimize the 
loss. To ensure the product availability in the market the company needs an 
effective distribution system and the employees of the distribution department 
needs to be more sincere when they are arranging a route to deliver the products so 
that it is cost effective during the peak and semi peak seasons. It is crucial for the 
product to reach the consumer on time otherwise the competitors gain in the 
market share. And we all know that gaining in the market is the key to a successful 
business. Here is a route plan which I have devised to show the effectiveness of a 
well planned distribution chart - 
 
OBSERVATION 1 
 
Delivery Date: 01/08/2012 
 
Invoice 
Date 
Customer 
Name 
Destination No. of 
Cartons 
No. of 
Truck 
Loading 
Date 
Transport 
Name 
30/7/12 Ali Akbar 
Store 
Kalir Bazar, 
Narayangonj 
126  
 
 
 
1 
 
 
 
 
01/08/12 
 
 
 
 
Al-Amin 
Transport 
30/7/12 Ali Akbar 
Store 
Kalir Bazar, 
Narayangonj 
21 
28/7/12 Ali Akbar 
Store 
Kalir Bazar, 
Narayangonj 
1 
30/7/12 Uttara 
Trade Link 
Zigatola, 
Dhaka 
221 
30/7/12 Uttara 
Trade Link 
Zigatola, 
Dhaka 
26 
Total 395 cartons 
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Delivery Date: 1/08/2012 
 
Invoice 
date 
Customer 
Name 
Destination No. of 
cartons 
No. of 
truck 
Loading 
Date 
Transport 
Name 
30/7/12 Soudia 
Traders 
Kandirpar, 
Comilla 
201  
 
 
 
 
 
1 
 
 
 
 
 
 
1/8/12 
 
 
 
 
 
 
Al-Amin 
Transport 
30/7/12 Sezan Store Sitakundo, Ctg 169 
30/7/12 Sezan Store Sitakundo, Ctg 8 pcs 
29/7/12 Syed & Sons Nondonkanon, 
Ctg 
8 
30/7/12 Syed & Sons Nondonkanon, 
Ctg 
121 
27/7/12 Sazzad 
Electric Store 
Cox’sBazar 109 
30/7/12 Sazzad 
Electric Store 
Cox’sBazar 21 
TOTAL 629 cartons 8 pcs  
 
OBSERVATION 2 
 
Delivery Date: 29/08/2012 
 
Invoice 
date 
Customer 
Name 
Destination No. of 
cartons 
No. of 
truck 
Loading 
Date 
Transport 
Name 
28/8/12 Sejan 
Traders 
Boro Kumira 
Bazaar, Sitakundo 
200  
 
 
1 
 
 
 
29/8/12 
 
 
 
Mr. Akbar 
27/8/12 Rozy 
Department
al store 
S S Road, Feni 116 
26/8/12 Bashar & 
Sons 
Koshoa, Chandpur 39 
29/8/12 Shainik 
Enterprise 
Burichong, Comilla 105 
Total 460 cartons 
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Delivery Date: 29/08/2012 
 
Invoice 
date 
Customer 
Name 
Destination No. of 
cartons 
No. of 
truck 
Loading 
Date 
Transport 
Name 
27/8/12 Aman 
Poultry 
Feed 
Eid Gah Road, 
Polash 
107  
 
 
 
1 
 
 
 
 
29/8/12 
 
 
 
 
Rasel 
Transport 
28/8/12 Ali Store Fenchogonj,Sylhet 105 
28/8/12 Jaman 
Department
al Store 
Golapgonj, Sylhet 72 
27/8/12 Taj 
Enterprise 
Tajpur, Sylhet 100 
23/8/12 Haq Trading Zaintapur, Sylhet 2 
Total  386 cartons 
 
 
OBSERVATION 3 
 
Delivery Date: 31/08/2012 
 
Invoice 
date 
Customer 
Name 
Destination No. of 
cartons 
No. of 
truck 
Loading 
Date 
Transport 
Name 
30/8/12 Himel 
Traders 
Sharishabari, 
Jamalpur 
210  
 
 
1 
 
 
 
31/8/12 
 
 
Rasel/Al-
Amin 
Transport 
30/8/12 Alam 
Enterprise 
Phulpur, 
Mymensingh 
50 
29/8/12 Milon 
Shanta Ent. 
Tinani Bazar, 
Sherpur 
160 
23/8/12 Milon 
Shanta Ent. 
Tinani Bazar, 
Sherpur 
1 
Total 421 cartons 
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OBSERVATION 4 
 
Delivery Date: 07/09/2012 
 
Invoice 
date 
Customer 
Name 
Destination No. of 
cartons 
No. of 
truck 
Loading 
Date 
Transport 
Name 
6/9/12 S.B.  
Enterprise 
AhreBazar 
More, 
Kishoregonj 
200  
 
1 
 
 
7/9/12 
 
 
Rasel 
Transport 6/9/12 Khan & 
Co. 
Gabtoli, 
Narshingdi 
154 
Total 354 cartons 
 
Delivery Date: 07/09/2012 
 
Invoice 
date 
Customer 
Name 
Destination No. of 
cartons 
No. of 
truck 
Loading 
Date 
Transport 
Name 
7/9/12 Alamgir & 
Brothers 
Lohagara, Ctg 80  
 
 
1 
 
 
 
7/9/12 
 
 
 
Rasel 
Transport 
6/9/12 Bahar Store Pahartoli, Ctg 42 
6/9/12 Bahar Store Pahartoli, Ctg 142 
6/9/12 Zerin 
Enterprise 
Tongi Bazar, 
Gazipur 
5 
6/9/12 Zerin 
Enterprise 
Tongi Bazar, 
Gazipur 
133 
Total 402 cartons 
 
EFFECTIVE USE OF TRANSPORT VEHICLES 
 
The company current has 6 covered vans, two of which are always out of order. To 
minimize transportation cost the company needs 8 covered vans which must be 
always in top condition. 2 of them must be used to cater for Dhaka City and the 
remaining 6 must work all out over the country. Two things should be pointed out 
here. First of all a fully equipped garage with experience mechanics must be kept at 
all times to keep the trucks in full swings. Secondly, an eye must be kept on the 
truck drivers so that they deliver the products and return on time. Disciplinary 
action must be immediately taken whenever any type of neglect is found on their 
part.  
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AVAILABILITY OF INVENTORY  
 
During peak and semi peak seasons the company gets many orders which comes in 
rapid succession. If the company does not keep the inventory prepared to deliver 
the products immediately then slowly the daily distribution routine gets jam 
packed. In order for the product to be delivered as quickly as possible the factory 
must have the raw materials and all the factors related to production ready before 
each demand reaches the factory. The products must be in a stand by position at all 
times so that the distributors don’t have to wait too long. Stock must be kept ready 
at least a fortnight before any demand reaches the factory.   
 
 
TRANSPARENCY OF INFORMATION MANAGEMENT 
 
The factory must send daily report to the consumer brands on the amount of stock 
present. Therefore the consumer brands can predict the delivery date and notify 
the distributor.  Also the modes of communication must be fully up to the mark so 
that no time is wasted while trying to get information through to each other. Each 
second wasted means that another delivery being late. And to send the right 
information at the right time is also important otherwise for sending the wrong 
information the time is being wastage. 
 
 
EFFECTIVELY PREPARATION OF THE INVOICES 
 
For preparing the incorrect invoice the distribution system is hampering to deliver 
the product and it creates a specific problem and finally affects the sales of the 
product. ON 19/9/12 the data entry officer got a DD from Ullapara but the Dhaka 
Depot did not prepare an invoice in favor of the distributor and after 6 days the 
distributor claimed the product but the distribution department did not get any 
specification to deliver the product. Therefore, for minimizing these types of 
problems the company can make a cross functional teamwork and also take some 
punishments for the responsible person.  
 
 
REQUIRED PARTNERSHIP RELATIONSHIP WITH THE DISTRIBUTORS 
 
For overcrowding the distributors the company is facing the problems to deliver 
the right product at the right place on time. So, it needs to minimize the 
distributorship. As a result, the company can observe all the distributors easily. 
And the distributors who maintain the specified procedures they can achieve 4.5-
ACI CONSUMER BRANDS 
31 
5% commission as their performance level. And, to minimize the distributors’ 
dissatisfaction the company can replace the deteriorated products for four times in 
a year. Finally, by practicing the standard and specific route planning they are 
capable to handle all the situations effectively and they are also aware of the 
delivery time that when they get the products, as a result they will unload the 
truck with a very short period of time and the truck is going to next distributions 
point on time. Therefore, it reduces the dissatisfaction level of the distributors and 
hence the company can achieve their objectives by fulfilling the demands of the 
distributors. 
 
 
CONCLUSION 
 
Although many company state that distribution objectives is to provide goods at 
right time for the least cost. Unfortunately this provides little actual guidance. No 
distribution system can simultaneously maximize customer service and minimize 
distribution cost. Maximum customer service implies huge distribution cost. 
Whereas from my experiences I came to know minimum distribution cost implies 
cheap method of delivery and transportation system.  
 
If all the departments of the company work closely and maintain the proposed 
recommendations effectively then the company can make a cost effective 
distribution system and finally achieve its own objectives. 
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